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 With the continuing development of modern mobile communication technology 
and the mobile Internet technology, mobile information is more and more integrated 
with our life. For China Telecom, which is now a full service telecom operator, how 
to mining and subdivide customers’ demand, and provide targeted mobile information 
application to government and enterprise customer, is the main task. An increase of 
the company’s income and market share of mobile business driven by mobile 
information application is a rich topic in this paper. 
In this paper, the demand of government and enterprise customer’s mobile 
information application is the breakthrough point, and the government and enterprise 
customers of Beijing Telecom are taken as the object of empirical research. This 
paper conducted a study and discussion on the marketing strategy of Beijing 
Telecom’s mobile information application for government and enterprise customers 
based on the marketing theory. First, the marketing status quo of Beijing Telecom’s 
government and enterprise customers market is analyzed in the article, and the 
marketing problems of mobile information technology are identified. Then, the 
external environment is analyzed by using the PEST analysis method, the advantages,  
disadvantages, opportunities, threat in the mobile industry expanding is analyzed, by 
using SWOT analysis method. Based on the above, a marketing strategy mixed on 
expanding the scale of mobile business in government and enterprise customers 
driven by the mobile information application is discussed using the marketing theory 
combined with 4Ps theory, which includes product strategy, price strategy, place 
strategy and promotion strategy. In the last part, a successful marketing experience 
and case study of Beijing Telecom’s mobile information application using in an 
energy industry enterprise is analyzed, which fully demonstrate the effectiveness of 
the proposed marketing strategy. 
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1  绪论 
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自 1994 年 7 月中国联通成立打破了电信业的垄断局面以来，中国电信行业
重组的步伐不断加快，在经历四次大的重组之后，2008 年 5 月 24 日，工业和信
息化部、国家发展和改革委员会、财政部联合发布《关于深化电信体制改革的通
告》，标志着六大通信运营商整合为中国电信、中国联通、中国移动三大集团，

































































































线图如图 1.2 所示。 
 
 












































2.1.1 4P、4C 营销理论 







教授出版了《营销学》一书，在营销实践的基础上， 早提出了著名的 4P 营销
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